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I am deHghted to write a foreword to this book titled UHAL ESTA17i MARKE11NG & CODH OF CONDUCT IN NIGRHIA written by someone who has acquired 
experience in academic and professional pr<lctice 
spanning twenty-four years. My delight stems frc>m the 
f<lcl that there is paucity of literature on Real Estate 
Marketing and how practitioners should conduct 
Lhmnselvcs in transactions involving exchange of rights 
and interests in land and buildings. I am also delighted 
because the book is a pioneering effort in Nigeria at 
making available JHerature on the subject-matter. 
r harlthe opportunity of going through the manuscript and 
found lh<ll the author has dealt extensively on topkal 
issu()s that professionals and students of Estate 
M<lnag()ment will find useful to succeed in their chosen 
career of Estate Surveying and Va] nation in Nigeria. The 
book contains chapters on Concepts of Property and 
Properly Marketing. Of particul<lr importance are 
l i e a l l . s t a t e  M a r k e t i n g  &  C o d e  o f  C o n d u c t  i n  Nigeria ~  x i i  
d i s c u s s i o n s  o n  F a c t o r s  t h a t  I n f l u e n c e  R e a l  E s t a t e  
C o n s u m e r s ,  S t e p s  t o  S u c c e s s  i n  R e a l  E s t a t e  M a r k e t i n g ,  
a n d  S a l e  b y  A u c t i o n .  
T h e  b o o k  a l s o  e s p o u s e s  t o p i c a l  i s s u e s  o n  t h e  N i g e r i a n  
I n s t i t u t i o n  o f  E s t a t e  S u r v e y o r s  a n d  V a l u e r s  ( N I E S V )  a n d  
t h e  E s t a t e  S u r v e y o r s  a n d  V a l u e r s  R e g i s t r a t i o n  B o a r d  o f  
N i g e r i a  ( E S V A R B O N ) ,  t h e  r e g u l a t o r y  b o d i e s  o f  t h e  e s t a t e  
s u r v e y i n g  a n d  v a l u a t i o n  p r o f e s s i o n  i n  N i g e r i a .  T h e s e  a r e  
j n  a d d i t i o n  t o  d i s c u s s i o n s  o n  U n e t h i c a l  I s s u e s  i n  R e a l  
E s t a t e  M a r k e U n g ,  a n d  e f f e c t s  o f  t h e  E c o n o m i c  a n d  
F i n a n c i a l  C r i m e  C o m m i s s i o n  ( E F C C )  a n d  M o n e y  
L a u n d e r i n g  A c t s  o n  r e a l  e s t a t e  m a r k e t i n g .  
I ,  t h e r e f o r e ,  r e c o m m e n d  t h i s  b o o k  t o  p r a c t i c i n g  E s t a t e  
S u r v e y o r s  a n d  V a l u e r s ,  s t u d e n t s  o f  E s t a t e  1 1 a n a g e m e n t  i n  
t c r t i < 1 r y  i n s t i t u t i o n s ,  a n d  p e o p l e  a s p i r i n g  t o  t a k e  r e a l  e s t a t e  
m a r k e t i n g  a s  a  p r o f e s s i o n .  
P r o f .  C .  A .  A j a y i  
D e p a r t m e n t  o f  E s t a t e  M a n a g e m e n t ,  
O b a f c m i  A w o l o w o  U n i v e r s i t y ,  I l e - I f e ,  N i g e r i a .  


























T h.e means by which performance of practking Estate Surveyors and Valuers can be measured is in the number of prospects secured and how they are 
able lo keep and increase the number of clients. Real Estate 
MarkeUng, as a course of study, has been ·ignored by 
practitioners, professional examination bodies, the 
Nigerian Institution of Estate Surveyors and Valuers 
(NIESV), and Universities offering Estate Management 
programme. Only a few universities in Nigeria offer 
Properly Marketing as part of curriculum for the award of 
lLSc. degree in Eslale Management. Even the professional 
r,xaminat:ion for election to membership of the NIESV has 
no provision for the course, whereas modern trend in real 
cslate surveying and valuation demands clear 
understanding and practice of real estate marketing. 
No books have been devoted completely to property 
marketing in Nigeria. This book, therefore, becomes 
essen lial in laying foundation for the practice of real estate 
I l e a l  I  s t a t e  M a r k e t i n g  &  C o d e  o f  C o n d u c t  i n  N i g e r i a  I~ x i v  
m a r k e t i n g  i n  t h e  c o u n t r y .  I t  w i l l  d e f i n i t e l y  s e r v e  a s  a  
u s e f u l  t o o l  i n  t h e  h a n d s  o f  s t u d e n t s  o f  E s t a t e  M a n a g e m e n t  
i n  h i g h e r  i n s t i t u t i o n s ,  i n c l u d i n g  t h o s e  s e e k i n g  
q u a l i f i c a U o n s  i n  p r o f e s s i o n a l  p r a c t i c e ,  a n d  p r a c t i c i n g  
! • : s t a t e  S u r v e y o r s  a n d  V a l u e r s .  I t  i s  e n v i s a g e d  t h a t  t h e r e  
w i l l  b e  r e a l  a w a k e n i n g  o f  p r o f e s s i o n a l s  a n d  h i g h e r  
i n s t i t u t i o n s  i n  N i g e r i a  t o w a r d s  t h e  s u b j e c t  m a t t e r  o f  t h e  
b o o k .  
T h e  a u t h o r  i s  w e l l  a w a r e ,  t h r o u g h  h i s  w e a l t h  o f  
e x p e r i e n c e  a s  a  p r o f e s s i o n a l  a n d  U n i v e r s i t y  t e a c h e r ,  t h a t  
P r o p e r l y  M a r k e t i n g  w i l l ,  i n  t h e  n e a r e s t  f u t u r e ,  b e c o m e  a  
f i e l d  o f  s p e c i a l i z a t i o n .  T h e r e  w i l l  b e  i n c r e a s e d  n u m b e r  o f  
c o u r s e s  a n d  e x p a n s i o n  o f  r e a l  e s t a t e  p r o f e s s i o n a l  f r o n t i e r  
t h a t  w i l l  d e m a n d  g r e a t e r  u n d e r s t a n d i n g  o f  t h e  t e c h n i q u e s  
a n d  l e a c h i n g  o f  m a r k e t i n g  f r o m  p r e s e n t  a n d  f u t u r e  
p r a c t . i  t i o n e r s  i n  r e a l  e s t a t e  i n d u s t r y .  
I  h a v e  c o n s t a n t l y  k e p t  i n  m i n d  t h e  b e n e f i t s  o f  t h e  b o o k  t o  
p r a c t i s i n g  a n d  n o n - p r u c t i s i n g  E s t u t e  S u r v e y o r s  a n d  
V a l u e r s ,  s t u d e n t s  o f  E s t a t e  M a n a g e m e n t  i n  P o l y t e c h n i c s  
a n d  U n i v e r s i t i e s ,  a n d  g r a d u a t e s  w h o  a r e  p r e p a r i n g  f o r  
e l e c t i o n  i n t o  p r o f e s s i o n a l  c a d r e s  o f  t h e  N I E S V  I n  t h i s  
r e g a r d ,  t w o  m a i n  o b j e c t i v e s  g u i d e d  t h e  t o p i c s  c o v e r e d  i n  
t h e  b o o k .  T h e  f i r s t  i s  t o  l u y  f o u n d a t i o n  f o r  f u r t h e r  s t u d i e s  
a n d  l i t e r a t u r e  i n  t h e  f i e l d  o f  E s t a t e  M a n a g e m e n t  a n d  s o  
c o n  t r i b u t e  p o s i t i v e l y  t o  t h e  d e v e l o p m e n t  o f  r e a l  e s t a t e  
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o b j e c t i v e  i s  t o  p r o v i d e  s u b s t a n t i a l  b a s i s  f o r  f a c t u a l  
p r a c t i c a l  k n o w l e d g e  u p o n  w h i c h  s t u d e n t s  o f  E s t a t e  
M a n a g e n w n t  m a y  s u b s e q u e n t l y  b u i ' l d  s o u n d  
a  p p r e c i a l i o n  o f  t h e  s u b j e c t  m a t t e r  b e f o r e  t h e y  g r a d u a t e  
i n t o  p r o f e s s i o n a J  p r a c t i c e .  
T h i s  h r  
! . e a c h  i n  
O t a ,  N i  
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This hook is a pioneering effort based on foresight and my 
leaching of Property Marketing at Covenant University, 
Ota, Nigeria. I eagerly look forward to receiving feedback 
from readers for its improvement. 
Olawande Oni, Ph.D., ANIVS, RSV, ARVA. 
Department of Estate Management, 
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the course on Property Marketing at Covenant University 
was given me by Prof. Cyril Ayode]e Ajayi, who was then 
the Head of Department of Estate Management and was on 
sabbaUcal from Obafemi Awolowo University, lle-lfe, 
Nigeria. Regardless of dearth of literature on Property 
Marketing in Nigeria, I took it as a challenge that was 
surmountable. My research of literature on general 
marketing, in addition to challenging professional 
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challenge. This is why I give all glory to God and express 
my appreciation to Prof. C. A. Ajayi for believing that I 
could handle tho course. 
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w h o  r e v i e w e d  a n d  s u g g e s t e d  a d d i t i o n s  t o  t h e  f i r s t  
m a n u s c r i p t .  I  s p e c i a l l y  t h a n k  M r .  A k i n  O l a w o r e ,  F N I V S ,  
R S V ;  M r s .  ' S e g u n  A d e g b e y e ,  F N I V S ,  R S V ;  a n d  D r .  A j a y i -
P a t u n o l a ,  F N I V S ,  R S V  T h e  C h a p t e r s  o n  A u c t i o n e e r i n g  
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a d d e d  v a l u e  t o  t h e  b o o k .  
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n o t a b l y ,  D r .  S .  A .  O l o y e d e ,  D r .  0 .  D .  D u r o d o l a ,  D r .  C .  A .  
A y e d u n ,  M e s s r s  C .  B .  O m o o g u n ,  M .  0 .  A j i b o l a ,  R .  F .  
S i m o n ,  C .  I r o h a m ,  O m o l a d e  A k i n j a r e ,  M r s .  ' D a m o l a  
O l u w u n m i ,  a n d  M i s s  S a d e  O g u n l u b o  f o r  t h e i r  i n v a l u a b l e  
w o r d s  o f  e n c o u r a g e m e n t  a n d  p r a y e r s .  
1  a p p r e c i a t e  t h e  c o n t r i b u t i o n  o f  W i k i m e d i a  F o u n d a t i o n  
I n f o r m a t i o n  T e a m  t o  t h e  s u c c e s s  o f  t h i s  b o o k .  T h e  
o r g a n i s a t i o n  g a v e  m e  u n r e s t r i c t e d  u s e  o f  m a t e r i a l s  i n  
W i k i p e d i a  f r e e  e n c y c l o p e d i a  " f r e e  o f  c h a r g e  f o r  a n y  
p u r p o s e "  a s  c o n v e y e d  i n  t h e  e - m a i l  s e n t  t o  m e  b y  K e e g a n  
P e l c r z e l l  V i d e  T i c k e t  # 2 0 0 9 1 1 0 5 1 0 0 5 9 1 9 6 - P e r m i s s i o n  t o  
c o p y  f r o m  W i k i p e d i a ,  f r e e  e n c y c l o p e d i a .  
M y  a p p r e c i a t i o n  w i l l  b e  i n c o m p l e t e  i f  I  f a i l  t o  
a c k n o w l e d g e  D r .  D a v i d  O y e d e p o  a n d  P r o f .  A i z e  O b a y a n ,  
t h e  C h a n c e l l o r  a n d  t h e  V i c e  C h a n c e l l o r  o f  C o v e n a n t  
U n i v e r s i t y  r e s p e c t i v e l y .  D r .  D a v i d  O y e d e p o ' s  i m p a c t i n g  
t e a c h i n g s  a t  t h e  r e g u l a r  F r i d a y  F a c u l t y  F e l l o w s h i p ,  i n  
p a r t i c u l a r ,  a w a k e n e d  m y  l a t e n t  w r i t i n g  s k i l l  a n d  f l a r e d  u p  
t h o  c o u r a g e  t o  p u b l i s h  t h i s  b o o k .  G o d  a l s o  u s e d  h i m  t o  
p r o v i d e  t h e  p l a t f o r m  b y  w h i c h  m y  e f f o r t s  h a v e  c o m e  t o  b e  
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a t t e n d e d  b y  t h e  
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